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The development of enterprises must rely on social force, which is determined by 
the change of market environment. That is to say enterprises need to take sustainable 
development as the premise when they pursuit of economic benefits. As a result, 
corporate social responsibility naturally has become the hot issue. Scholars have 
focused on the relationship between corporate social responsibility and performance, 
while paid less attention to the relationship between corporate social responsibility 
and competitive advantage. Based on the particularity of tourism enterprises, the six 
factors determine that tourism enterprises cannot get sustainable development without 
corporate social responsibility. Meanwhile, competitive advantage is a precondition 
for enterprises to obtain sustainable development in a fierce competition environment. 
With the development of information technology, the media, a market supervisor, 
makes information transparency possible and has important influence on decisions 
which made by stakeholder. Therefore, this paper attempts to find the answer whether 
corporate social responsibility is beneficial for competition advantage or not and the 
role of media. Based on the research and theories of social responsibility at domestic 
or overseas, then considering the particularity of tourism enterprises, this paper clarify 
the relationship between social responsibility of the enterprise and competitive 
advantage through answering the following two questions: (1) The relationship 
between corporate social responsibility and competitive advantage； (2) Whether the 
good reports from media would affect the relationship or not.  
According to the problems above, first this paper divide the corporate social 
responsibility into seven dimensions: shareholders, creditors, employees, suppliers, 
government, community and consumers on the foundation of stakeholder theory. 
Second, efficacy coefficient method was used to mark for each index and the score 
data of each dimension and the overall were obtained at last. Meanwhile I selected 
two indexes respectively to evaluate competitive advantage and media positive reports. 
Third, I selected the data of tourism enterprises during the period from 2006 to 2013, 
then using Stata 12.0 software to take regression analysis of the relationship between 
corporate social responsibility and competitive advantage. Results revealed that 
corporate social responsibility has positive effect on competitive advantage, especially 
shareholders, employees, government and consumer dimension and media reports 















enterprise turning into a competitive advantage. Finally, according to the conclusion, 
the paper pointed out that managers could choose the dimensions like employees 
which could bring more profits at first and should make full use of media.  
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国际上，在上世纪 90 年代便开始关注企业社会责任问题，2004 年制定了规








识到社会责任的重要性，据调查统计：2007 年只有不到 50 家上市企业发布了社
会责任报告，2008 年增加了两倍，达到 132 家，2009 年再翻一番至 371 家，之
后增长速度放缓，但一直保持增长的态势，2010 年 471 家，2011 年 516 家，2012
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